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P R E F A C E 
Indian economy, like any other under-developed 
economy,is characifierised by the co-existence of unutilised 
or under-utilised manpower on the one hand, and of 
unexploited natural resources on the other, 
The per capita income of an Indian is one among 
the lowest in the world (about $ 150). The economy is 
predominantly an agricultural one, about two-thirds 
of the people being engaged in agriculture. Agriculture 
contributes the main chunk of the national income; yet 
productivity per hectare is very low compared to interna-
tional standards. Non-agricultural occupations have 
yet to develop to absorb its growing population. 
The industrial development in India has been very 
slow and uneven. Our industry is still confined largely 
to the production of consumer goods. Capital in India 
has been traditionally shy; firstly, the amount of 
capital per head available is low and secondly, the 
current rate of capital formation is also low. 
Other characteristics of under-development include 
foreign trade orientation, under-utilisation of natural 
resources, population explosion, technological backward-
ness, lack of an efficient aiid clean administration etc. 
which are all seen in India in one form or other. 
That industrialisation was the crying need of the 
country has been realized by successive governments of 
independent India, The rapid and long strides that the 
Indian industry has taken over the successive plan periods 
have created a veritable industrial revolution in the country, 
thus providing jobs to millions and thereby raising 
the per capita income. 
The increase in the standard of living and the 
spread of western style of education and the growth of 
an articulate middle class triggered off a demand for 
consumer durables like refrigerators, automobiles, electronic 
goods etc. which were hitherto used by the upper echelons 
of the society only. The quest for ••conspicuous 
consumption" was further accelerated by urbanisation and 
the development of modern communication and transport 
facilities. 
This in turn, motivated some multinational companies 
to enter the market. Before long, many indigenous 
enterpreneurs in the private sector followed suit. The 
result is a market situation somewhere in between 
oligopoly and monopolistic competition. These industries 
have helped to go a long way towards the development of 
a cadre of professional managers and other technical 
experts. This, coupled with the employment opportunities 
they provide, has made the field of consximer durables and 
luxuries a worth while one for in depth study in terms 
of consumer motivations and pre-dispositions towards them, 
the sources of information and the variables influencing 
their purchase. Furthermore, the marketer would be 
interested to know which market segment(s) is the main 
contributor towards sales revenue and its features as 
distinguished from others, the main competitors and 
their respective market shares, the media habits of the 
target market and a host of other factors. Hence the 
significance of "BUYER BEHAVIOUR TOWARDS PURCHASE OP 
REFRIGERATORS", the subject matter of the study. 
The study is divided into five chapters. Chapter I 
prepares a background for the understanding of the proUems 
under study, introduces the market, the product, the 
industry and the variables affecting the purchase 
behaviour. 
Chapter II is the Research Methodology which identifies 
the problem,variables, objectives suad hypothes4s and gives 
an idea about the field work and analysi«. 
Chapter III deals with the analysis report and tests 
the hypotheses. 
Chapter IV gives an interpretation of the results of the 
analysis as a whole. 
Chapter f concludes the study with the results drawn from 
the analysis and presents the modified hypotheses. 
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C H A P T B R - I 
BACKGROUin) 
Market: 
Refrigerators, toeing consumer dxirables, pose 
complicated problems for the analysis of demand and 
other market characteristics. While non-durable goods 
mainly satisfy current demand, which in turn depends on 
current market conditions, durables starve to expand the 
stock of existing goods as well as the replacement 
demand. Furthermore, the use of durable goods usually 
require the existence of special facilities. Eg., 
refrigerators require electricity. Besides, durables are 
often consumed by many members of the family or group 
and hence the demaz^ characteristics are distinct from those of 
goods used by a single individual. 
The refrigerator market in India present a 
situation somewhere in between heterogeneous oligopoly 
and monopolistic competition. There are about eight 
major brands in the market, all, barring one or two, 
being established products. Two more brands have been 
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introduced recently and are yet to make a dent into the 
market Bhares of established brands. 
All the brands are differentiated; though there 
are some cases of geniime product differentiation like 
built-in water cooler and automatic defrosting, many of 
them are perceptual, created through attractive and 
persuasive advertisements. 
Urban and semi-urban areas account for the major 
share of the demand; the consumers usually comprise of 
the middle and higher income groups and are bound to be 
influenced by reference groups in the purchase of refrigera-
tors. 
Among the promotion activities usually adopted are 
advertising, mainly tlirough film and print media, off-
season discounts, gift offers, lucky buyer schemes etc. 
and are found to be effective. 
The distribution is done through agencies in main 
cities and towns; exclusive distribution is adopted by 
some manufacturers, thou^ not so common. 
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Product Profile; 
Refrigeration : ^  nnnwotationt 
Various authors define refrigeration in various 
ways because of the different angles of their thinking. 
A few of them are given below: 
i. Refrigeration may be defined as the process of 
removing heat from a substance - Gunther.R.C. 
ii. Refrigeration is the science of providing and 
maintaining temperatures below that of surroundings 
- American society of Refrigeration Engineers. 
iii. Refrigeration is a process in which heat is removed 
from the stirroxmdings - Robins on & Dickson 
iv. Stephen M, Elonka & Quaid W. Minch has given varioas 
definitions as follows: 
- development in a given space of a temperature 
lower than that which exists in some other or 
adjacent space. 
- the process of cooling or removing heat. 
- the process of removing heat from a space. 
- the process by which cold is produced. 
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Dasplte the differences in definitions, the main 
objective of all is to say that refrigeration causes 
cooling relative to something. Cooling is achieved by 
basic scientific principles of heat transfer. We would 
have no use for refrigerating machines except for the 
necessity to transfer heat from a substance which is at 
a high temperature, to another which is at a low 
temperature* This ptocess of controlled removal and 
addition of heat involves many applications of laws and 
principles of physics. 
A Brief History; 
Man always look forward to get new ideas, things, 
improvements in existing things etc. either for living 
or from the knowledge point of view. Refrigeration and 
Air-Conditioning is an outcome of necessity and the need 
for it was felt to preserve perishable commodities soak 
that it can be used at the desired time without spoilage. 
Ice served the purpose of refriteration in 
ancient times. It was even used to get cool air. 
The earliest artificial refrigeration was patented 
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in Eagland in 1790 by Thomas Harris and John Long. 
In 1834 Jacob Perkins invented a hand-operated refrigera-
tion system. Dr. John Gorrie of Florida obtained the first 
American patent for an ice machine in 1851. In 1860, 
Dr. James Harrison of Australia made the world's first 
installation of refrigeration equipment in brewery. In 
1861, Dr. Alaxander Kirk of England constructed a cold 
air machine similar to Qarrie's; it is said to have 
consumed one pound of coal for each four pounds of ice 
produced. 
The first absorption system refrigeration was 
invented by Ferdinand Carre in 1941• It was due to 
cut-off supply of natural ice. In absorption system an 
absorber (either a liquid or a solid medium) is selected 
which has affinity for the refrigerant (any substance 
that absorbts heat through expansion or evaporation) 
vapour at some lower temperature and the refrigerant 
vapour gets separated from the absorber at high 
temperature. 
Ferdinand Carre used amjnonia as refrigerant and 
water as an absorber. 
Thus refrigeration systems grew on coounercial 
basis, mainly of vapour compreaaioQ. type refrigeration 
units. Recently, thermo electric cooling has also been 
developed on an experimental basis. 
Application of Refrigeration and Air Conditioning; 
A few years back refrigeration was counted as a 
luxury. Now it has become a part and parcel of everyday 
life in developed countries. In India even today, it is 
deemed as a liixury made use by the middle and upper 
income groups with an urban or semi-urban bias. 
The application of refrigeration comes in various 
forms - in cold storage, heat treatment industry, 
photography, cinematography, computers, deep freezers, 
refrigeratore of household use, automobiles, restaurants, 
research laboratories, space crafts etc. 
Domestic Refrigerator - Definition: 
Domestic refrigerator is assuming an ever 
increasing importance in the household sector, particularly 
in urban and semi-urban areas. 
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The dictionary meaning of refrigerator is "a box 
or cabinet that holds or keeps articles cool by means of 
ice". A domestic refrigerator according to the Indian 
Standards Institution Specifications is a cabinet which 
has a source of refrigeration and is used for the storage 
of food at temperatures about 0*0. 
A layman could define it as an appliance used for 
storage of food stuffs. The food retains its taste, colour 
and flavour when stored at the right temperature and humi-
dity; the food also retains its vitimin contents and keeps 
for a longer period. 
(Source; Refrigeration Instruction Mannal) 
It is perhaps not fully appreciated how much a 
domestic refrigerator can help individual families to 
save food items which may otherwise go waste. However, 
a survey has shown that on an average, a family can save 
as much as 600 Kg. of perishable food per year. On a 
conservative estimate there are 1,500,000 domestic 
refrigerators in use in India today which help collectively 
to save approximately 900,000 tons of perishables per 
— • ft • — 
year and this data speaks itself for the worthwhileness 
of refrigerators. 
Refrigerator Components: 
The refrigerator can be divided into three main 
parte: 
a. Refrigeration system 
b. Insulated steel cabinet 
c. Interior arrangement. 
Refrigeration System: 
The system consists of five principal components 
inter-connected by copper tubings. 
i. Refrigerant: 
A medium is a must for the operation of a refri-
geration system and the working medixim is called a 
refrigerant. Any substance that absorbs heat through 
expansion or evaporation is usually termed as a refrigerant, 
Some of the common refrigerants used are Preon - 113» 
Methyl Chloride, Preon - 11, Preon - 12, Ammonia etc. 
Ammonia is one of the oldest refrigerants which 
has been commercially employed. 
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i i . pompreSBort 
This i s the hear t of the r e f r i g e r a t o r and i s 
located at the back of the cabinet a t the bottom. 
There are th ree types of compressors* Which are usua l ly 
employed - open type . Semi-bolted type or Semi-hermetic 
type and welded or sealed hermetic t ype . 
i i i . Condenser: 
It is also a heat exchanger in ^ ich heat transfer 
causes the refrigerant vapour to condense. It is attached 
at the back of the cabinet. 
iv. Evaporator or the Frozen food Cihest: 
OJhis is at the top, inside the refrigerator and 
allows for freezing on all the four sides and contains 
ice trays and space for freezing. 
V. The expansion device and thermostat Control: 
The expansion from higher pressure to the lower 
pressure is accompanied by expansion value. It is a 
-J.10 J-
throttling process during which the evaporation of 
refrigerant also occurs, which is most undesirable as 
it reduces the refrigeration. 
Valves are used as controller of load which 
operate with thermostatic expansion device. The expansion 
valve is partly operated by the thermostatic fluid. 
As the temperature of the refrigerant goes bejjond a certain 
limit it expands and the needle of the valve blocks the 
passage reducing the amount of refrigerant coming to the 
evaporator. If the temperature is less, the passage 
will open more and more and thus the load in evaporator 
will be met with under certain limits. 
Insulated Steel Cabinet? 
The cabinet is made from steel shiid^ , and is 
insulated with slabs of glass wooto 2 - 3 inches thick. 
There are provisions on the outside for mounting the 
refrigeration unit at the hack. 
vii. Interior Arrangement; 
The interior arrangement consists of the following; 
1. Inner liner; This is rust proof and is made of 
hlgjki impact polystyrene and has food shelves and oth«r 
coaponentB• 
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2. Baffle tray 
3. Orisper tray. 
Refrigeration Industry in India: 
The air conditioning and refrigeration industry 
of which domestic refrigerator is a product is of 
relatively recent origin in India, 
Prior to 1947» India had no manufacturing 
facilities of air-conditioning and refrigeration 
equipment. It was the foreign exchange crisis of 1958 
that brought about the existence of the present 
manufacturing imits though in a modest way. Most of these 
were, in reality^ assembly or sub-assembly units for 
imported equipment. It was only in 1968 that actual pro-
duction of compressors for refrigerators was started in 
Indiav In the short span of about 14 years, the -l-ndian 
Refrigeration Industry has developed to such a stage 
where it is able to export manufactured products as 
well as tecjinical know-how to other developing and 
under-developed countries. 
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At present India has an annual production of 
about 175J^OOO refrigerators which is capable of meeting 
the entire domestic demand. 
Refrigerator Manufacturers; 
At present there are five makers of refrigerators 
who account for the manufacture of eight brands. 
They are: 
1. Kelvinator of India Ltd., Faridabad 
2. The Hyderabad Allwyn Metal Works Ltd., Hyderabad 
3. Grodrej & Boyce Manufacturing Co. Pvt. -i^ td., Bombay 
4. Voltas Ltd., Bombay 
5. Lloyd Sales corporation Pvt. Ltd., Hew Delhi. 
The latest entry in the fray is the Lloyd sales 
corporation Pvt. Ltd., having started production in 
1975 and marketing their product under the brand name ' 
"Zenith". 
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Capacltv Bange of Each Manufacturer: 
Manufacturer Brand Capacit ies 
Kelvlnator of India Lt*. Kelvinator 
Leonard 
Qem 
Gulmarg 
61 
& 
uSO, 
286 
,135,165 
L i t r e s 
n 
It 
tt 
Hyderabad Allwyn Metal 
Works Limited Allwyn 
Godrej & Boyce Manufacturing 
Company Limited Gtodrej 
Voltas Limited 
Lloyd Sales Corporation 
P r i v a t e Limited 
Opal 
Zenith 
85,165,300 
(s ingle door) 
300 idohle door) 
380 ( •• ) 
165 & 290 L i t r e s . 
100 & 160 L i t r e s 
165 L i t r e s . 
Kelvinator of India Limited are manufacturing 
refrigerators in five capacities; there are three 
marketing houses marketing the same refrigerator under 
different brand names. Recently, two more marketing 
groups have enterid the fray mal'keting the same refrigera-
tors under the brand names "Tropicana** and "Spencers'*. 
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Consumer Behaviour and Its Applicability In This 
Study: 
It is not enough for the marketing managements 
to suitably react to the given wants consumers in a 
passive way, Hhey must play a more active role in 
anticipating consumer needs and wants, in shaping 
their desires and aspirations, and in aiding them in the 
solution of their numerous day-to-day problems. 
Recognising the importance of consumer understanding; 
research into consumer motivations, cognitions, bel.iefs, 
attitudes, learning, perceptions, emotions and 
opinions has made tremendous strides during recent years, 
particularly in competitive marketing environments. 
Concepts from various behavioural and social sciences like 
economics, psychology, sociology and anthropology and 
their related sub-discip3i»es have all been deployed to 
develop insights into the "how" and "why" of constimer 
behaviour. 
The individual consumer is conditioned by h4B 
environment, his upbringing and his education. Most 
of his actions are determined by his individual assessment 
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and perception of what is expected of him, and he 
constantly endeavours to adjust to the environment, 
situations, and people around him. In many cases like 
that of refrigerators, these social and group influences 
are the most powerful motives, 
Further, many buying decisions are joint 
decisions and the relative dominance of individual 
members in the decision - making units and their 
interactions determine the final outcome. 
Much more studies have yet to be made into the 
intricacies of the decision-making process. 
A B«sic Model of Behaviour; 
Here we shall examine some of the more common 
needs and why people behave as they do. In developing 
need structures there is often a dedicate balance 
between dependency and independence in human behaviour. 
Three interrelated assumptions about human 
behaviour are: 
-s 16 j-
- Behaviour is "caused" 
- Behaviour is "motivated" 
- Behaviour is"goal-oriented" 
These three assumptions can he presented in terms 
of a hasif model of behavioxir described by Leavitt. 
imulated 
needs 
(cause) 
The Person 
^ (want) 
Tension 
Discomfort 
. Goal 
In this model goal eliminates the cause, which in 
turn eliminates the motive and consequently the 
behaviour. 
Behaviour may be an effort to eliminate tensions 
by seeking goals that neutralise the causes of tension. 
For instance, a man thinks that he kas need for a new 
refrigerator. The more he considers the proposition, 
the more is his tension. He explores the market and 
finds out the refrigerator that he believes suits him 
best; the tension is removed when he buys the refrigerto r. 
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What is important to the marketer is how to create 
needs or tensions in the prospects and then provide the 
means to resoiive those tensions. 
The buying process can be thought of as passing 
through five stages as shown below; 
M eed -^information ^Evaluation ^Purchase _>Post-
arousal search behaviour decision purchase 
feelings 
This model emphasises that purchase decision 
making starts long before the actual purchase and has 
consequences long after the purchase. In encourages 
the marketer to focus on the process rather than sale. 
The buying situation in the case of refrigerators 
may be a 'limited problem solving' one or an 'extensive 
problem solving' one depending upon the consumer. In 
the former, the buyer is familiar with the product 
class but not with the brand and hence seeks information 
about it before making his purchase choice. He may 
ask questions and look at advertisements to learn the 
new brand concepts before choosing. The extensive 
problem solving situation is a more complex one as the 
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buyer is confronted with an imfamiliar product class 
and does not know the critiferia to use. 
Based on the consumer's shopping habits, refrigera-
tors may be categorised as shopping goods - those goods 
which the customer, in the process of selection and 
purchase, characteristically compares on such bases as 
suitability, quality, price and styl^ . 
Whatever may be the type of product or buying 
situation, the consumer ustially tries to seek satisfaction 
for a variety of needs. He tends to view a product as a 
multiattribute object,that is, as a bundle of attributes. 
He is interested in learning how it stands on particular 
attributes that are salient to him regarding the 
product class. 
Each product offers a bundle of utilities. There 
may be a primary utility and several secondary utilities. 
A marketer should know what the buyers of a particular 
segment are seeking in their purchase of products or 
services. 
There are five behavioural models which are 
conducive in interpreting the transf oriaation of buying 
influences into purchase decisions and enable to 
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throv some light on the determinants of human needs and 
motivations. These models may he described in the 
following pages one by one. 
1. The Marshallian Economic Model? 
QJhis model postulates that purchasing decisions 
are the result of largely "rational" and conscious 
economic calculations. The individual buyer seeks to 
spend his income on those goods that will deliver the 
most utility (satisfaction) according to his tastes 
and relative prices; economic man is bent on maxiiaising 
his utility. 
Marshallian model, however, ignores the fundamental 
question of how product and brand preferences are formed, 
Henfie it represents a useful frame of reference for 
analysing only one small comer of the "black box" that 
is the consumer mind. 
2. The Pavlovian Learning Model; 
This model has its origin in the experiments of 
the Russian psychologist Pavlov. It postulates human 
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needs as coming about through the interplay of drives, 
stimuli, cues, responses and reinforcement. 
Drive refers to strong stimuli internal to the in-
dividual which impels action. A drive becomes a motive 
when it is directed woards a particular drive-reducing 
object. 
Cues are weaker stimuli in the environment and for 
in the individual which determine when, where and how 
the subject responds. 
Response is the organism's reaction to the 
configuration of stimuli and cues. If the response is 
rewarding the probability of a similar response next time 
to the same cue configuration is reinforced. If a response 
is not rewarding, the probability of a similar response 
is diminished. 
The marketing implication of this model is that 
marketers can build up demand for a product by associating 
it with strong drives, providing motivating cue configura-
tions and providing positive reinforcement. This model 
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provides guidelines as regards building of brand habits, 
advertising strategy, copy strategy etc. 
5. The Freudian Psychoanalytic Model; 
This model claims that man's needs operate at various 
levels of consciousness that are not readily observable 
and can only be identified by special methods of probing. 
Ereud says that an adult's psyche is a complex 
phenomenon. A part, his id, remains the reservoir of M s 
strong drives and urges. Another part, the ego, becomes 
his conscious planning centre for finding outlets for 
his drives. And a third part, his superega, channels 
his instinctive drives into socially approved outlets 
to avoid the pain of guilt or shame. 
The most important marketing implication of this 
model is that buyers are motivated by symbolic asMrell 
as functional product concerns. 
4. The Veblenian Sociological Model: 
This model postulated by Thorstein Veblen claims 
that man's needs and behaviour are heavily shaped by social 
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groups and forces. - Veblen saw man as pr imari ly a s o c i a l 
animal - conforming to the general forms and norms of hjs 
l a r g e r cu l tu re and to the more spec i f i c standards of the 
subcxiltures and face- to- face groups t o which his l i f e 
i s bound. His wants and behaviour are la rgely moulded 
by h i s present group-memberships and h i s aspired group-
memberships. This influence seems to be af paramount in 
the purchase of r e f r i g e r a t o r s . 
The challenge t o l t h e marketer i s to determine which 
of these soc i a l l e v e l s a re the most important in inf luen-
cing the demand for h i s product. 
This model can be represented bs shown below: 
Persons^i Family < , Pace-to-face< Reference 
groups groups 
How Social influence ac t 
Culture » Sub-cult\xre • Social c lass 
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How a man purchases a p a r t i c u l a r product can be 
explained as below: 
I n i t i a t o r 
(1 s t Stage) 
v Inf luencer 
(Ilnd Stage) 
User 
(Vth Stage) 
Decider 
•* (Ilird Stage) 
Purchaser 
(IVth Stage) 
5. Kotler's Behavioural Choice Model: 
Philip Kotler has deviced a simple method to 
understand consumer choice behaviour as illustrated 
below. The model emphasises both economic and social 
factors. The buying influences of specific product 
features are commui^icated through channels composed of 
business and environmental factors to the individual. 
The buyer's psyche explains how the actual choice 
are made; the output is various types of buyer responses. 
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Imsact of Variables on the Piirchase of refrigerators: 
Income: 
The income of buyers is a basic demand determinant 
and after accounts for most of the variation in the sales 
of many commodities and refrigerators are no exception. 
However, when we consider the influence of income on a 
specific brand, it is very difficult, if not impossible, 
to establish a direct relationship. 
Further, there are many income concepts used in 
demand anal^ rJBis viz., personal disposable income per 
head, personal disposable income per family, transitory 
income, discretionary income etc. !Pransitory income 
includes any fluctuations in the short run which are not 
expected to persist in the long run. An increase in trans-
itozy income is likely to go to the purchase of durable 
goods like refrigerators, automobiles etc. Discretionary 
income is that part of the incoiie which is left over after 
deduction of regular, recurrent expenses; it is usually 
spent on the purchase o* dxirable goods. However, studies 
of experts like george Katona indicate that discretionary 
expenditures are not governed by habit; they are rather 
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made after considerable deliberation and discussion among 
family members. 
In general, it can be said that if the price level 
remains unchanged, increases in nominal income will 
increase the availability of discretionary income which 
in turn will be spent on durables like refrigerators. 
Pricg; 
In a developing country like India, price of a 
product is a critical variable affecting its demand. 
According to the law of demand, when price is high demand 
is low. However, for refrigerators, this theoretical 
framework may not invariably work as it has got a snob-
appeal at least to some sections of the population, as 
is the case in India, Buyers are uatially influenced by 
reference groups and other members of his social or 
professional class and price is sometimes relagated to the 
background. Refrigerators, in a good number of cases, 
especially among the newly rich,become a subject of what 
Veblen called "conspiccuous consumption" and its demand 
may even bear a positive relationship with price. Moreover, 
the buyers belong to the middle and higher income groups 
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who would not mind a little bit of price increase. 
However, it is not suggested that price has nov 
effect on demand; a steep increase in price may scare 
away many. 
Popularity of the Brand; 
Buyers of refrigerators are usually not aware 
of the technical details of the product and hence they 
can not personally assess the truthfulness of the 
claims of manufacturers put forward through advertisements. 
As it is an expensive durable, the consumer would generally 
long to reduce the riskiness of the purchase, for which 
he will look for brands used by the majority around himt 
there are chances that he will assume that the brand 
used by the majority is the best and go for it. Of course, 
he will supplement this with information from the present 
users. Ads may also help to raise the image of a brand 
in the mind of the consumers. Other variables of the 
marketing mix may also weigh with buyers. 
Size of the Eamilv: 
Though the size of the family may not have an 
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influence on the purchase of refrigerators, it iaay have 
an impact on the size preference. It is not suggested that 
the size of the family is the sole determinant of the 
size or capacity purchased; other things remaining the 
same, a larger family is likely to opt a refrigerator 
of larger size. 
Promotion; 
The promotion methods usually adopted are 
advertising, gift offers, lucky buyer schemes, off-season 
discoants etc. 
Advertising? 
Advertising is one of the principal tools in the 
refrigerator marketer's kit. It has become somawhat 
aggressive these days as some new brands try to penetra-
te the existing brands' share and theold ones tryiag to 
defend their market segments. Some ads depict a common 
man or housewife with whom the consumers can usually 
identify themselves, praising the features of the brand; 
some others show technical expert pointing out the 
superior qualities of the marketer's brand. 
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Buyers usually face a limited problems solving or 
eztensiTe problems solving situations. The former 
occurs when a buyer familiar with the product confronts 
anunfamiliar brand. This leads him to gather some infor-
mation about it before making his purchase ch6ice. He 
may ask questions and looiR: at ads to leam the new brand 
concept before choosing; what he is trying is to reduce 
the risk throxigh information gathering. In this case, 
the marketer must design a communication programme 
that will increase the buyer's brand comprehension and 
confidence. 
The latter situation is more complex as, here the 
buyer faces an unfamiliar product class and does not 
know the criteria to use. The marketer of product in 
this class must understand the information gathering and 
evaluation activities of the would be bxiyers. His task 
is to facilitate the buyer's learning of the attributes 
of the product class, their relative importance, and the 
high standing of his product on the more important attributes» 
The most important media in the case of refrigerators 
are the publication media and films supplemented by outdoor 
advertising and point-of-purchase advertistng. 
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Publication media appear to be the most popular 
among the marketers as they are best suited for the long 
story they have to tell. Furthermore, wide geographical 
reach, scope for creative flexibility and positioning the 
ads, and the high chances of being kept in the shelf for 
more time place these media among the most potent ones. 
Cinema is the other popular medium among refrigera-
tor marketers. It has an Essentially captive and generally 
attentive audience who are likely to be in a relaxed 
and receptive frame of mind and this allied with the size 
of the cinema screen, the availability of colour, 
movement and sound, would appear to offer significant 
scope to the advertiser, Greographical flexibility is an 
added advantage* 
Gifts and Lucky buyer Schemest 
Gifts and lucky buyer schemes are occasionally used 
sales promotion measures. The assumption is that poten-
tial purchasers would be attracted by these offers and 
would rush to make the purchase during the offer period. 
Gifts usually offered are voltage stabilisers, stand, 
briefcase etc. However, it is doubtful whether they 
influence the brand choice. 
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Off-Season Mscounta ; 
Is 
Another sales promotion tool employed the off-
season discount offered during slack sales periods like 
winter and monsoon seasons. The purpose is to dispose of 
surplus stocks. Though off-season discounts may not 
influence the brand choice much, it may be conducive in» 
speeding up the purchase. 
After-Sales service; 
After-sales service colses in various forms like 
free transportation and installation, guarantee for 
replacement or repair of parts or the entire product 
within a'^ specified period in case of manufacturing 
defects etc. As refrigerators are durables, such 
guarantees will help to build confidence in the consumer's 
mind. However, as almost all of the manufacturers affer 
the same type of gurantees and services, it may 
fail to wean away buyers from one brand to another. 
Much depends on how the guranteed services are rendered. 
Better after-sales service may tempt the current users 
to onrcommend the brand to others. 
C H A P T B R « I I 
REASERCH METHODOLOGY 
A. Indentificatlon of the problem: 
Consumer segmented geographically, psychologically, 
demographically, economically or on any other logical 
criterion, differ in their Mftbits, traits, taste, infor-
mation-gathering, price-consciousness, (juality-conscious-
ness, media habits, purchase behaviour and so on. For 
instance, demand for refrigerators in Indiais found 
to be a function of income whereas in the U.S. it is a 
function of the number of homes. 
A marketer would be interested to know which all 
segments are the net contributors to his revenue basket 
and by how much, their buying patterns, media habits, 
motivations and so on and so forth. Further, it is 
necessary to have an in-depth knowledge of the main 
rivals, present as well as potential, their strengths 
and weaknesses as distinct from the company's product in 
each segment, the media used by them, the effectiveness 
of their promotional and other marketing programmes. 
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The study is intended towards the understainding 
of the various underlying factors and causes and is expe-
cted to provide valuable information. 
B. Variables; 
The following v a r i a b l e s , which are expected to 
have a de f in i t e influence on the purchase behaviour 
have been i d e n t i f i e d : 
1 . Income 
2 . Pr ice 
3 . Popular i ty of the brand 
4 . Size of the family 
5 . Promotion (Ads, off-season d i scoun t s , g i f t s e t c ) , 
6 . After-sa les s e r v i c e . 
C. Object ives: 
The following objectives have been laid down for 
the study: 
1. To find out whether there is a correlation between 
the purchase decision and the following: 
a . Income 
b . Pr ice 
c . Popular i ty of the brand 
d. Sizse of the family 
a. Promotion 
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f, After-salee service 
2. To find out the initiator 
3. To find out the influencer 
4. To find out the most preferred^? size 
5. To establish the effect of different media for ads. 
6. To find out the market shares of various brands. 
D, Hypotheses; 
The above objectives are expected to be achieved 
by testing the following hypotheses. 
H-1 There is a positive correlation between income and 
purchase of refrigerators. 
H-2 Price has not much effect on demand. 
H-3 Popular brands are preferred. 
H-4 The size most preferred is 165 litres. 
H-5 Thereis a positive correlation between the iize 
of the family and size of refrigerators purchased, 
H-6 Newspapers, magazines and cineiaa offer the beet 
media for advertising. 
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H-7 ^ e purchase is initiated mainly by reference groups. 
H-8 The purchase is influenced mainly by reference groups 
H-9 Sifts influence tie buyer attitude favourably 
towards the brand, 
H-10 Buyers would prefer accessory gifts if they have 
a choice, 
H-11 Off-season discounts influence the purchase 
decision. 
H-12 Buyers are not aware of the technical details, 
E• Preparation of Questionnaire: 
A questionnaire consisting of dichotomous and 
multiple choice questions was prepared. Care has been 
taken to avoid unnecessary, difficult and intrusive 
questions, A copy of the questionnaire used is attached 
as Annexure - A., 
The objectives of the questions are as follows. 
Question 1 classifies therespondents based on their 
monthly income. Question 2 is intended to distinguish 
purchasers from non-purchasers and thus, combined with 
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the responses for the first question, can be \ised to 
find out the influence of income on the purchase of 
refrigerators. 
Question 3 aims to analyse the brand preferences 
among the respondents whereas question 4 probes the possible 
reasons behind the purchase of the particular brand. 
Question 5 to 7 try to examine the size preferences, 
the caus«al factors behind the size preferences, and the 
establish whether there is any direct correlation 
between the size owned and the size of the family. 
Question 8 serves the purpose of finding out the 
relative dependence on various sources of information 
viz,, ads in different media, reference groups, 
reference groups and company sales man, ' 
Question 9 and 10 are helpfdl to find out the 
relative strengths and weaknesses of various sources 
as initiators and influencers of purchase respectively. 
The objective of questions 11 to 13 is to find out 
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the r e l a t i v e influence of g i f t s on the respondents ' 
purchase decis ions and t h e type of g i f t s p re fe r red . 
Questions 14 and 15 a re intended t o gauge the extent of 
influence of off-season discounts on the brand choice . 
Questions 16 to 18 are expected to evaluate the 
degree of price-consciousness among the respondents . 
Answers to quest ions 19 and 20 w i l l give an idea 
about the educational qualifjcations and occupational 
s t a t u s of the respondents r e spec t ive ly . 
Question 21 examines whether the buyers a re aware 
of the t echn ica l d e t a i l s of t he product . Questions 
22 and 23 gauges the period of usage of the product and 
post-purchase fee l ings of the buyers . 
Questions 24 and 25 a re intended to analyse the 
inf luence of the a f t e r - s a l e s affered on the purchase 
and to determine whether the buyers a re s a t i s f i e d with 
the a c t u a l a f t e r - s a l e s se rv ice rendered. 
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?• gleld Work; 
Bandom samples were taken from d i f fe ren t montiiy 
income groups l i k e (i)Rs1000-1500, (ii)Rsl 500-2000, 
(iii)8s2000-2500, (iv)Bs.2500 and above, r e s id ing i n 
var ious l o c a l i t i e s of Cochin c i t y , a l so taking i n t o 
cons idera t ion d i f f e ren t accupat ional groups l i k e a g r i c u l -
t u r i s t s , businessmen, professionals, government servants 
e t c . 350 ques t ionnai res were d i s t r i b u t e d for the 
study of which 278 were responded t o . Personal interviews 
could be done only in a l imited nxanber of cases because 
of the paucity of t ime. 
G. Analysis ; 
The ana lys i s i s done in terms of the respondents 
being grouped in to four mon-QaLy income groups. Then the 
c h a r a t e r i s t i c s of each group i s i e ing analysed s e p a r a t e l y , 
on the basis of the v a r i a b l e s . Tables were prepared for 
the purpose of a n a l y s i s . Hypotheses were tes ted on 
the bas is of the r e s u l t s of the ana lys i s and necessary 
modificat ions were done wher«.ever necessary . 
H. Reliability of data and Infomation Collected; 
The results of the study may not be exactly in 
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conformity with the actual situation because there is 
a possibility that the characteristics of the population 
and the sample,though selected randomly, may differ. 
Besides, the respondents might not have taken it seriously, 
However, it is expected that these possible shortcomings 
will be negligible and may not fail the purpose of the 
study, 
I. Limitations; 
If the study is to be comprehensive and truely 
representative, a large sample representing all sections 
of the socitty is a pre-requisite. This could not be 
met in the study because of time and cost constraints. 
Only a limited number of people covering a few sections 
of the population could be included in the survey. This 
may cloud the reality to a certain extent, 
J. Researcher's Liability-; 
Despite all the efforts,care and caution taken 
in collecting the data and analysing the results, flaws 
or defects may be present in the study for which the 
researcher bears the entire responsibility. 
C H A P T E R - I I I 
AMLYSIS REPORT 
The first two questions are analysed in terms of 
all the 278 responses received and the remaining twenty 
three on the basis of the 245 responses which answered 
in the affirmative to the second question; those which 
gave negative answers are worthless fbl^  the study of 
purchase decisions. 
The responsents are categorised as four groups, 
A, B, C and D falling within income ranges Rs. 1000-1500, 
Rs, 1500-2000, Rs. 2000-2500 and Rs. 2500 and above 
respectively. As each category is expected to exhibit 
distinct characteristics, separate analysis has been 
ddne for each. 
Respondent Classification: 
Out of the 278 respondents, 47 (17 per cent) 
belong to group A, 86 (31 per cent) belong to gro|tp B, 
78 (28 per cent) belong to group C and 67 (24 per cent) 
belong to group D (See table I). 
Prom group A, 77 per cent own refrigerators, whereas 
in group B 15 per cent do not own a refrigerator; 
in group C and D, the percentage of owners are 91 per 
cent and 97 per cent respectively. In absolute 
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figures, under group A consisting of 47 respondents, 36 
own a refrigerator; under group B, out of 86 respondents, 
73 ovnj under group C, out of 78 respondents, 71 own one; 
under group D, out of 67 respondents, 65 possess a Refri-
gerator, (See Table II). Prom this it can be inferred 
that as thfe inBome level and hence the purchasing power 
TABI.E I 
Income 
(in Rupees) 
Percentage 
A. 1000-1500 
B. 1500-2000 
C. 2000-2500 
D. 2500 and above 
17 (47 m) 
31 (86 Ns.) 
28 (78 Ife.) 
24 (67 Ns.) 
TABLE II 
(in percentage) 
Response A B e D 
Yes 
No 
77 85 91 97 
(36 Nos) (73NSs) (71 I s ) (65 Via) 
23 15 9 3 
(11 l is) (13 K B ) (7 K S ) (2 IBS) 
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and affluence raises, the purchase and use of 
refrigerators also increase. This is in conformity with 
the popularly held view that income is the chief 
determinant in the purchase of luxuries like 
refrigerators. 
The above results bear out the veracity of 
hypothesis-1. 
Brand Preference; 
Brand preference and the reasons behind it can 
be analysed in terms of the response obtained for questiions 
3 and 4 respectively. 
Under group A, 22 per cent own a kelvinator, 
8 per cent own a Zenith, 31 per cent own a Oodre^, 
22 per cent own an Allwyn, 11 per cent own a Leonard 
and 6 per cent own a Xoltas; none of the respondttnts 
under this group own a gem or gulmarg. 
25 per cent of the respondents covered under 
group B own a Kelvinator, 5 per cent own a Zenith, 
36 per cent own a Oodrej, 21 per cent own an Allwyn, 
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10 per cent own a Leonard and 1 per cent each own a 
gem, gulmarg suid Toltag. 
Among group C respondents, 30 per cent areowners 
of Kelvinator, lOper c nt of Zenith, 27 per cent of 
Godrej, 23 per cent of Alwyn, 7 per cent of Leonard, 
1 per cent each of gem, volt as and Ghilmarg. 
26 per cent of group D possess a Kelvinator, 12 
per cent a Zenith, 26 per cent a Godrej, 25 per cent an 
Allwyn, 9 per cent a Lefinard, and 2 per cent a Voltas; 
none own a gem or Gulmarg (See Table III), 
An important policy point emanating from the above 
is that a firm following the multibrand strategy is comasn-
ding the lions share of the market in all segments: 
Kelvinator, Leonard, Gem and Gulmarg manufacturered by 
the same company, taken together, beat all others in 
all segments, though the shares of individual brands are 
varied. It seems that the same company is keen to further 
exploit this strategy as is evident from the recent 
introduction of two more brands, Tropicana and Spencer's. 
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On the aggregate, the market shares of the 
various "brands are as follows: Kelvinator - 26 per cent; 
Zenith,- 9 per cent; GrodreJ - 30 per cent; Allwyn - 23 
per cent; Leonard - 9 per cent; Gem, Gulmarg and Voltas-
1 per cent each. 
TABLE III 
(in per centage)_ 
Brands A B D 
Kelvinator 
Zenith 
Godrej 
Allwyn 
Leonard 
Gem 
Gulmarg 
Voltas 
22 
8 
31 
22 
11 
-
-
6 
25 
5 
36 
21 
10 
1 
1 
1 
30 
10 
27 
23 
7 
1 
1 
1 
26 
12 
26 
25 
9 
-
-
2 
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Under group A,28 per cent of the respondents 
ascribed the preference for the particular brands they 
ownedrto the popularity of the brand; 22 per cent each 
attributed the brand choice to lesser price and 
appearance; 18 per c?nt preferred that brand which 
they perceived as having lesser power consumption; 
7 per cent chose their brands because of ISI mark and 
3 per cent due to higher price. 
31 per cent of the respondents of group B quoted 
the popularity of the brand as the prime reason for 
prefering the particular brand; this reason was subscribed 
to by more respondents than any other reason.-j. 23 per 
cent of the respondents preferred the brand due to lesser 
price; appearance occured to 22 per cent as the prime 
reason behind the brand decision whereas 16 per cent 
recorded thdtev= preference for the lesser power 
consumption; 4 per cent each of the respondents quoted 
higher price and ISI mark as the reasons. 
As in the previous two groups, popularity of the 
brand was referred to as the \prime reason behind the 
brand decision by a larger percentage of the respondents 
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32-percent- under gpoup C;23 per cent quoted appearancef". 
as the prime reason; 19 per cent as lesser price; 15 per 
centage as lower power consumption; 7 percent re^cried 
their affinity for the ISI mark and 4 per cent for higher 
price. 
Under group D also, popularity of the brand weighed 
more with more customers than any other reason did - 35 
per cent of the respondents quoted this. Appearance 
comes next with 30 per cent of respondents subscribing to 
it; only 7 per cent quoted lesser price to be the reason 
behind the brand decision. Whereas a larger 11 per cent 
of the group recorded their preferencefbr the high price 
8 per cent of the respondents appear to be quality -
conscious as they preferred the brand having ISI mark 
to othei^. 
Hypotheses 2 and 3 i.e. that biiyers are not price-
conscious and that popular brands are more preferred, can 
be verified on the basis of the above analysis. The 
preference for popular brands may be resulting from the 
eagerness of the people to "fit in". 
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TABLE lY 
(ill percentage) 
Reasons A B 
Lesser price 
Popularity of the 
Brand 
Belived to toe having 
lesser power consump-
tion 
Appearance 
Higher price 
ISI Mark 
22 
28 
23 
31 
19 
32 35 
18 
22 
3 
7 
16 
22 
4 
4 
15 
23 
4 
7 
9 
30 
11 
8 
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3tze Preference: 
Bviyer's preference for the various sizes may be 
examined in terms of the responses for questions 5 and 6, 
Under group A, the greatest preference goes for 
165 Litres - 34 percent of the respondents own this size. 
The second place goes to 135 litres with 22 per cent being 
opted it. Then comes 290 litres with 16 per cent, 286 
litres with 15 per cent, 90 iiti^ es or below with 12 per 
cent and 300 litres or above with 1 per cent. 
Under group B the greatest preference again goes 
to 165 litres with 35 per cent of the respondents owing 
it. Next preference by 21 per cent each of the respondents 
is shared by 290 litres and 135 litres. The 286 litre 
size is owned by 19 per cent} 3 per cent of the respondents 
own refrigerators of 90 litres or below whereas 1 per 
cent of them own those of 300 litres or above. 
36 per cent of respondents of group C own refrigera-
tors of size 165 litres; 23 per cent own the 290 litre oAe; 
21 per cent own the 286 litre size; 11 per cent own the 
sizes of 300 litres or above and none own size below 135 
litres. 
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Under group D also, none own a refrigerator of size 
90 litres or below whereas in 6 per cent own the 135 litre 
size, 33 percent own the 165 litre size, 24 per cent 
own the 286 litre ones, 25 per cent own the 290 litre stze 
and 12 per cent own refrigerators with sizes of 300 
litres or above. 
The percentage of ownership of the sizes of 135 
and l)elow is seen to be progressively diminishing 
over the higher income ranges while that of 165 litre size 
first increases and then decreases. The demand for the 
286 litre and 280 litre sizes appear to be increasing over 
the higher income ranges whereas that for sizes of 300 
litres or above remains steady over the first two income 
ranges and then rises shapply (See table V) 
The above analysis verifies the validity of the 
hypothesis 4 i.e., the size most preferred is 165 
litres. This turns out to be invariably true over all 
the ibncome ranges. 
Reasons for prefering the sizes for the various 
income groups can be seen from Table VI given below. 
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TABLE 
Sizes 
90 l i t r e s or below 
135 l i t r e s 
165 l i t e r s 
286 l i t r e s 
290 l i t r e s 
500 l i t r e s or above 
TABLE 
Reasons 
Economy 
Big enough to preserve 
food for the whole 
family 
Non-availability of the 
required size in the 
par t icu lar brand 
Others 
V 
A 
12 
22 
34 
15 
16 
1 
VI 
A 
37 
35 
25 
3 
( i n 
B 
3 
21 
35 
19 
21 
1 
( i n 
B 
38 
37 
20 
5 
£erc 
C 
9 
9 
36 
21 
23 
11 
enta^e) 
D 
— 
6 
33 
24 
25 
12 
. percentage) 
C 
36 
42 
15 
7 
D 
35 
48 
10 
7 
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57 per cent of those in group A opted the 
sizes they own becaixse of economy while 35 per cent 
thought that it was big enou^ for preserving food for 
the whole family; another 25 per cent quoted non-
anailability of the required size in the particular 
brand as the reason while the remaining 3 per cent 
had reasons other than quoted above. 
In group B the percentages are 38, 37, 20, and 
for 
5 for'economy' , 'big enough to preserve food- the 
whole family*,• non-availability of the required size in 
the particular brand'and'others'respectively. 
Under group C, they are 36 per cent, 42 per cent, 
15 per cent and 7 per cent respectively whereas in 
group D they are 35 per cent, 43 per cent and 10 per 
cent and 7 per cent respectively. 
The consciousness about economy is .seen to be 
diminishing as the income increases. 
Next, we shall see if there is any correlation 
between the size of the families and the size of the 
-: 52 :-
i'wfrigerators bought. Table VII gives below will provide 
an insight into the percentages of different sizes of 
family in each income group. 
TABLE VII 
(in percentage) 
Size of the family A B D 
Two 
Three 
Four 
Five 
Six and above 
6 
12 
26 
28 
28 
4 
11 
25 
29 
31 
5 
6 
27 
32 
30 
6 
8 
28 
31 
27 
Comparision of Table VII with table V does not 
show any direct relationship between size of family and 
size of the brand purchased. This belies hypothesis 
No. 5 and hence ifalls for modification of the same. 
Media Influence. Initiators and Influencers: 
An idea about pre-purchase influence can be had from 
the analysis of the relative impact of various sources 
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of information on different groups and relative influencing 
tMe purchase. This can be done by analysing Tables ¥111 
to X. 
TABLE VIII 
Sources of Inforaiation 
Source 
Group A 
a. Newspaper ads. 
b, Magaaine ads 
c. Badio ads. 
d. Cinema ads 
e. Hoardings 
f. Friends 
g. Neighboixrs 
h. Salesman 
i. Others 
GrouD B 
a. Newspapers ads. 
b. Magazine ads 
c. Radio ads 
Great 
Extent 
35 
37 
-
38 
18 
40 
38 
-
-
34 
40 
• - , 
Moderate 
Extent 
30 
31 
ia 
32 
20 
35 
39 
••> 
-
33 
33 
32 
(in percentage) 
Small 
Extent 
32 
28 
73 
22 
42 
22 
17 
15 
87 
31 
25 
65 
Not at 
all 
3 
4 
15 
8 
20 
3 
6 
85 
13 
2 
2 
3 
Ci>^ td. .. :54:.. 
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(in percentage) 
Source 
d. Cinema ads 
e. Hoardings 
f. Friends 
g. Neighbours 
h. Sales man 
i. Others 
Grroup C 
a. Newspapers ads 
b. Magazine ads 
c. Radio ads 
d. Cinema ads 
e. Hoardings 
f. Friends 
g. Neighbours 
h. Salesman 
i. Others 
Group D 
a. Newspaper ads 
b. Hagaz ine ::^ad s 
c. Badio ads 
d. Cinema ads 
e. Hoardings 
f. Friends 
g. Neighbours 
h• Salesmen 
1• Others 
Great 
Sztent 
58 
16 
45 
41 
-
-
32 
41 
5 
56 
9 
42 
40 
-
-
50 
40 
1 
57 
5 
45 
59 
-
5 
Moderate 
£xtent 
50 
18 
57 
58 
-
21 
58 
58 
18 
28 
17 
40 
59 
-
19 
55 
42 
16 
29 
14 
58 
40 
— 
16 
small 
Extent 
25 
45 
16 
19 
12 
77 
22 
19 
65 
28 
68 
14 
18 
15 
70 
25 
15 
60 
26 
60 
15 
16 
12 
72 
Not at 
All 
9 
21 
4 
2 
88 
2 
8 
2 
14 
8 
6 
4 
5 
87 
11 
12 
5 
5 
8 
21 
4 
5 
88 
7 
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From Table III, it can be inferred that among the 
different media, newspaper, magazine and cinema were relied 
upon to a great extent for information. Also, the per-
centage of respondents depending upon newspaper add as 
a source of information to a great extent appears to go 
down with the increase in income whereas dependence per-
centage on magazines ads. is found to be increasing; 
the dependence percentage on film ads first remains 
unchanged and then decreases. Only a limited number 
of the respondents depended upon radio ads and hoardings 
to a great esitent, as a source of information. 
The reliance upon reference groups as a source 
of information is still greater in all income groups and 
the percentage figures do not show any correlation 
between the change in the degree of dependence and the 
change in income. The heavy dependence upon reference 
groups may be attributed to the fact that most purchasers 
face a limited problem solving situation or an 
extensive problem solving situation in the purchase of 
refrigerators. This poses a forinkable problem for the 
advertisers. 
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However, the analysis verifies hypothesis No.6 
i.e., newspapers, magazines and cinema offer the best 
media for advertising as far as refrigerators are 
concerned. 
The relative impact of varioiis sources in initiating 
the purchase can be analysed by means of ^able IX. 
I n i t i a t o r 
Group A 
a . wi fe / "usband 
b . Chi ld ren 
c . P a r e n t s 
d , -^^eighbours 
e . F r i ends 
f. Col leagues 
g . Salesmen 
h . Pe r sona l urge 
i . O the r s 
TABI 
Great 
Exten t 
45 
30 
28 
12 
21 
19 
-
48 
15 
E IX 
Moderate 
Extent 
37 
48 
46 
24 
29 
27 
-
40 
32 
( i n 
Small 
Extent 
15 
18 
20 
35 
34 
40 
4 
10 
40 
pe rcen tage ) 
Not a t 
A l l 
3 
4 
6 
29 
16 
14 
96 
2 
13 
Contd....:57:. 
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Contd. Table No. I 
6666 
Initiator 
Group B 
a. Wife/Husband 
b. Children 
c. Parents 
d, ^ eighbours 
e, Friends 
f. Colleagues 
g. Sales men 
h. Personal urge 
i. Others 
Group C 
a. Wife/Husband 
b. Children 
c, Barents 
d. -i^  eighbours 
e. Friends 
f. Colleagues 
g. Sales men 
h. Personal urge 
i. Others 
Group D 
a. VJife/Husbaiid 
b. Children 
c. Parents 
d, Neighbours 
e. Friends 
f. Colleagues 
g• Salesmen 
h. Personal urge 
i• Others 
X 
Great 
Mtent 
47 
34 
25 
14 
24 
21 
-
52 
10 
43 
33 
32 
18 
27 
22 
-
51 
10 
42 
40 
32 
-
-
•» 
-
53 
"• 
Moderate 
Extent 
36 
45 
47 
23 
27 
26 
8 
40 
35 
45 
47 
47 
27 
20 
28 
-
39 
44 
43 
37 
45 
-
9 
-
« 
30 
-
(in percentage) 
Small 
Extent 
12 
17 
30 
40 
37 
38 
8 
7 
40 
10 
14 
19 
32 
40 
33 
23 
9-
45 
14 
19 
22 
62 
67 
3 
1 
15 
2 
Not at 
All 
5 
4 
8 
12 
12 
15 
84 
1 
15 
2 
6 
2 
23 
13 
17 
77 
1 
11 
1 
4 
1 
38 
24 
97 
99 
2 
98 
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It can be seen from Table IX that personal 
urge is the most potent initiator for purchase. Personal 
urge to purchase a refrigerator may emanate from seeing 
similar people or members of the higher social or economic 
class pvirchase a refrigerator. If most of the people of 
his class own a refrigerator the perchaser may have a 
desire to 'fit in'. Or it may be out of a desire to be 
"equal"^  to the upper class. 
The second and third position goes to wife/husband 
and children respectively, irrespective of the variations 
in income. 
The analysis belies the hypothesis 7 i.e., the 
purchase is mainly initiated by reference groups. 
The relative strength of the various groups or 
persons as influencers of purchase can be inferred by 
going through Table X given belowj 
The role of wife/husband as the influencer to a 
great extent is found to be increasing over the income 
jbtftnges, whereas that of children is found to be fluctuating 
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irregularly. Except in group D, friends are seen to toe 
the prime influencing groups followed by wife/Husband 
The influence of parents is also seen to be increasing 
over the hi^er and higher income ranged. The influence 
of neighboua?s and colleagues can not be ignored. 
Salesmen's influence is found to be decreasing to a 
negligible level as the income increases. 
However, from the analysis it turns out that 
hypothesis 8 is correct. 
TABLE X 
(in percentage) 
Influencers Sreat Moderate Extent Extent 
Small NotSat 
Extent Extent 
S^oup A 
a . Wife/Husband 
b . Child r n 
c . Parents 
d . i^eighbours 
e . Friends 
f. Colleagues 
g . Sales man 
h . Others 
28 
20 
58 
22 
54 
27 
16 
4 
45 
45 
55 
55 
28 
22 
59 
9 
25 
50 
2 
57 
51 
45 
21 
60 
4 
7 
5 
8 
7 
8 
24 
27 
Contd...:60:-,.. 
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Oontd.. (Cable No. X 
Influencers 
Group B 
a . Wife/Husband 
b . CJhildren 
c . Parents 
d. Neighbours 
e . Friends 
f. Colleagues 
g. Salesmen 
h . Others 
Group C 
a . Wife/Husband 
b . Children 
c . Parents 
d. Ne i^bour s 
e . Friends 
f• Colleagues 
g . Salesmen 
h . Others 
Group D 
a . Wife/Husband 
b . Children 
c . Parents 
d. Neighbours 
e . Friends 
f• Colleagues 
g* Salesmen 
h . Others 
Great 
Extent 
27 
19 
51 
24 
35 
24 
11 
4 
38 
25 
30 
29 
37 
23 
7 
3 
45 
31 
32 
27 
39 
23 
1 
4 
Moderate 
Extent 
48 
47 
39 
38 
37 
42 
27 
6 
39 
51 
42 
33 
35 
47 
16 
8 
33 
49 
38 
41 
23 
48 
1 
9 
Small 
Extent 
24 
28 
25 
29 
23 
18 
43 
68 
19 
21 
21 
21 
25 
24 
40 
61 
18 
17 
28 
29 
26 
20 
59 
65 
Not a t 
Al l 
1 
6 
5 
9 
5 
16 
19 
21 
4 
3 
7 
17 
3 
6 
37 
28 
4 
3 
2 
3 
12 
9 
39 
22 
-s 61 :-
Influence of Sales Promotion: 
Sales promotion can be defined as those marketing 
activities, other than personal selling,advertising, 
and publicity, that stimulate consumer purchasing and 
dealer effectiveness such as displays, shows and 
exhibitions, demonstratiorm, and various non-recurrent 
selling efforts not in the ordinary routine. It includes 
consumer promotion (e.g. samples, coupons, money-refund 
offers, prices-off, premiums, contests, trading stamps, 
demonstrations), trade prorndtion (e.g., buying allowances, 
free, goods, mechandise allowances, co-operative adverti-
sing, push money, dealer sales contests), and sales force 
promotion (eg. bonuses, contests, sales rallies). 
Here, we are concerned with the consumer promotion 
activities of refrigerator manufacturers and their 
relative influence on the purchasers. The two principal 
consumer promotion activities adopted for refrigerators 
are gifts and off-season discounts. 
gifts: 
From Tables XI and XII we shall analyse how many 
_. fip ._ 
Of the respondents received a gift with their purchase 
and how much the offer of free gifts influenced the 
brand choice. 
Whether received gifts 
Yes 
No 
TABIB XI 
A 
26 
77 
(in 
B 
18 
82 
percentage) 
C D 
22 16 
78 84 
The percentage of respondents who availed of free 
gifts show no direct relationship with the changes in 
income, as is evident from the above table. 
Now ve shall examine to what extent did the 
free gift offer influenced the purchasers who actually 
received the gift. It may be that some or more of the 
buyers just happened to buy during the gift offer period 
rather than consciously waiting for the gift offer to 
do the purchase. This can be analysed by means of 
Table XII. 
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Influence of Giftss 
Hesponse 
Great extent 
Moderate extent 
Small extent 
Not a t a l l 
A 
5 
8 
5 
7 
B 
1 
3 
5 
9 
i i n percei 
C 
1 
3 
7 
11 
ata«e 
D 
1 
1 
5 
9 
It is seen that only a small percentage and 
even that in group A only, was influenced to a great 
extent by the gift offer. The influence on other 
groups are found to be negligible. Hypothesis 9 is 
in this regard is hence igound incorrect and have to be 
modified. 
The preference for different types of gifts is 
being analysed next. For this, gifts have been categorised 
as aseessories (voltage« stabilisers, stand etc) and others 
(eg. brief case etc.) because these are the two types of 
gifts usually offered by the marketers. 
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TABLE X I I I 
( i n pe rcen tage ) 
Type^; of g i f t s A B 
Accessories 67 64 51 55 
Others 53 36 49 45 
Prom Table XIII it can be seen that aecessory 
gifts are invariably preferred by a larger percentage 
of respondents in all income groups, Prom this, it 
can be inferred that hypothesis - 10 is correct. 
Off-Season Discounts: 
Off-season discounts are offered by refrigerator 
manufacturers during periods of slack sales like winter 
and monsoon seasons. Alternatively, it may be used as 
a tool to dispose of surplus inventory and ensure a smooth 
production run. 
i*iarketers will be interested to know what is the 
e*tent of influence of such discoiints and hence see the 
efficAcy of the device. 
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Table XIV measures the percentage of respondents 
in each group who availed of the off-season discounts; 
table XV denotes the extent to which each group was 
influenced by the discount offer. 
TABLE XIV 
Whether availed of 
off season discount 
Yes 
No 
A 
57 
43 
(in 
B i 
53 
47 
jjercenta^e) 
C D 
48 37 
52 63 
As evident from the above table the analysis shows 
that the percentage of respondents who made use of 
the off season discount goes on decreasing as income levels 
increase. 
Now we shall examine the degree of influence of 
off-season discounts on the brand choice of those who 
actually made use of the off-season discount. This is 
important because, as in the case of gift offers, some 
people might have juat happened to make the purchase 
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during the off-season discount period without having 
being influenced by the offer; they would have preferred 
the brand irrespective of whether there was an off-season 
discount or not. Table XV would be helpful in this regard, 
TABLE X« 
( in Percentage) 
Response B D 
Grreat extent 
Moderate extent 
Small extent 
Not a t a l l 
31 
19 
6 
1 
28 
20 
4 
1 
26 
19 
1 
2 
14 
7 
9 
7 
For ins tance , though 57 per cent of the respondents 
i n group A avai led of the off-season discount , i t i s 
seen tha t only 31 per cent were influenced to a grea t 
extent by the offer ; 19 per cent were influenced t e a 
moderate extent , 6 per cent to a small extent and 1 
per cent not a t a l l . 
Hence, hypothesis-6 can not be accepted without 
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reservationJ it has to be modified to the extent that 
* off-season discounts influence the brand choice of lower 
income groups to a certain extent'. 
Price Consciousness; 
ikS the next step of the study we attempt to 
gwige the price consciousness of the respondents in 
various groups. This is done by means of three 
questions - one which probes itiether the respondents 
were aware of the prices of brands other than those 
they own, one which examines the extent of price increase 
they would have borne and one which seeks to know *hy they 
would have tolerated the price increase. The responses 
to these questions are being analysed in the following 
tables. 
TABLE XVI 
Whether ttware of the prices of a l l brands; 
( in percentage) 
Response A B C D 
Yes 87 85 68 64 
No 13 15 32 36 
-: 68 ;-
Extent t o whidi t h e 
b o r n e : 
Response 
3 ^ t o 10 56 
10 JJ t o 15 ?^  
159^ t o 20 9S 
20 95 t o 25 9^  
25 ^ and above 
TABLE XVII 
p r i c e i n c r e a s e 
« 
Jk 
67 
35 
-
-
-
TABLE XVIII 
would 
B 
64 
36 
-
mm 
-
have been 
( i n percen 
C 
57 
30 
7 
5 
1 
Lta«e 
D 
44 
31 
8 
7 
10 
Justification of price increase (in percentage) 
Response A B 
Quality 34 
Aesthetic appeal 28 
Built in voltage stabiliser -
Built in water cooler 8 
29 
43 
29 
31 
28 
42 
10 
Any combinat ion of the 
above 
Others 
27 
3 
22 
2 
26 
5 
19 
1 
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It is seen that a large percentage of the 
respondents of all groups had enquired of the prices of 
other brands whilH this percentage goes on decreasing 
over the higher income levels, 
While 67 per cent and 64 per cent of the respondents 
of groups A and B respectively would not mind an increase 
of 5 per cent to 10 per cent in1he price, none would 
tolerate a price increase of more, than 15 per cent. In 
group C and D, 57 per cent and 44 per cent respectively 
would bear a price increase upto 10 per cent, whereas 
30 per cent and 31 per cent respectively would hear a price 
increase upto 10 per cent to 15 per cent, 7 ppr cent and 
8 per cent respectively would bear a 15 per cent to 20 
per cent price increase, 5 per cent and 7 per cent 
respectively would bear a 20 per cent to 25 pef cent price 
increase, and 1 per cent and 10 per cent respectively 
would bear an increase of 25 per cent and above. 
The above two analyses further support hypotheses - 2. 
Table XVIII gives a picture of why different 
percentages of different groups would tolerate the price 
increases specified by them as the response to the previous 
question. 
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The academic qualifications and occupations of 
various groups are analysed in the two tables given 
^elow: 
TABLE 
Academic qualification 
S.S.t-.C. or below 
•P re-Degree 
Arts/Science/Commerce 
Degree 
Degree in Engineering 
Degree in Medicine 
Degree in Law 
Post graduation or above 
Others 
TABLE 
Occupation 
Agriculturist 
Businessaan 
Doctor 
Engineer 
'i'awyer 
Others 
XIX 
A 
8 
31 
25 
12 
5 
6 
8 
5 
1 XX 
A 
25 
21 
5 
11 
4 
34 
B 
7 
34 
29 
15 
6 
4 
12 
3 
B 
24 
30 
6 
13 
3 
24 
(in 
{%n 
percentage) 
C 
9 
27 
28 
11 
9 
2 
10 
4 
D 
10 
22 
31 
12 
12 
2 
8 
3 
percentage) 
0 
21 
29 
9 
10 
2 
29 
D 
20 
33 
12 
11 
3 
21 
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To find out whether hypothesis 12 is correct, 
i.e., buyers are not aware of the technical details 
of fefrigerators, we should analyse the responses to 
question 21, which is presented in table XXI. 
TABLE XXI 
Whether aware of tech-
nical details 
Yes 
No 
A 
15 
85 
(in 
B 
14 
86 
percentage) 
C D 
19 17 
81 83 
It shows that majority of the respondents are 
unaware of the technical details. Hence, hypothesis 12 
turns out to be correct. Also, the awareness or other-
wise of technical details bear no direct relationship with 
changes in income levels. 
The period of usage of the product by the buyers 
and satisfaction with its performance is of utfliost 
importance to the marketer in that this determines 
whether he would recommend the brand to others. 
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Refrigerator, being an expensive consumer durable, is 
generally purchased only after seeking opinions about the 
different brands from those who already own the product 
Tables XXII and XXIII would help to provide an insight 
into these problems. 
TABIE XXII 
Pa r iod of Hsage A 
1 Year 37 
2 Years 36 
3 . Years 18 
4 Years 8 
5 y e a r s and above 1 
TABLE XXIII 
Whether s a t i s f i e d w i t h . 
p«ffermanee 
Yes 53 
No 47 
B 
24 
35 
20 
19 
2 
B 
46 
54 
( i n p e r c e n t a g e 
C 
16 
17 
30 
24 
13 
C 
57 
43 
D 
8 
11 
37 
26 
18 
D 
54 
4i 
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The influence of after sales service offered 
may be seen in the purchase. The after sales service 
usually offered include free ttansportation to the 
house of the buyer, free installation, guarantee for free 
repair or replacement of the product or parts like 
compressor in case of manufacturing defects etc. The 
eitent to which the purchase is influenced by these 
offers is examined in the analysis presented in 
Table XXIV. 
TABLE XXIV 
Influence of af ter-sales service 
service-^ offers A B C D 
Great extent 
Moderate ei tent 
Srtall extent 
Not a t a l l 
ih table XXF, the satisfaction or otherwise of 
the respondents with the actual after sales service t h ^ 
i& eooiv«e<*. 
received^. The buyer might be dissatisfied with the 
delay in the repair or replacement of parts or he might 
59 
52 
21 
8 
52 
46 
16 
6 
54 
41 
20 
5 
29 
56 
24 
11 
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have derived satisfaction from the pleasant behaviour of 
the agency people. Whatever may be the cause, the post 
purchase feelings of the buyer have important 
ramifications in that this might work as a powerfuJL 
factor determining whether they would recommend the 
product or not to a neighbour or a friend. 
TABLE XXV 
( i n percentage) 
Whether s a t i s f i e d with 
a f t e r sa les se rv ice B 
Yes 49 53 62 56 
No 51 47 38 44 
C H A P T E R « I V 
INTERPRETATION 
In this chapter, we attempt to interpret the 
findings of the study as a whole, coiisidering all varia-
bles and their effect on the different income groups. 
Group A consists of respondents falling within the 
income range of Rs, 1000 to 1500. The purchase of 
refrigeratirs is low among this group, compared to hi^er 
income groups, thou^ a majority of the group own one. 
Godrej enjoys the highest popularity among this income 
group, the reasons being given as its popularity, 
appearance and lesser price. Among the capacities, this 
group shows a marked preference for the 165 litre one, 
the reasons mainly advanced being the economy. The size 
of the family shows no relationship with the size owned. 
As regards the sources of information about the 
product, reference groups occupy the primary place followed 
by cinema, magazine and newspaper ads in that order. 
Salesmen and radio ads figured little in the list of the 
sources of information. 
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Coming to the initiation stage, the purchaser's 
own personal urge appears to be the principal imitator, 
closely followed by the spouse. Children and parents 
also play an initiators' role which can not be ignored. 
Among those who influence the purchase, as in the case 
of sources o£ information, reference groups figured 
topmost in the list, follovedi by parents and spouse, 
and children in that order. 
Only a little more than quarter of the group 
eiailed of gifts offered by some brands tvom. time to time, 
those who were actually influenced by the gift offers 
were still lesser. If they have a choice they would 
prefer accessory gifts to gifts like briefcases. 
Off-season discounts have a considerable 
influence on this groups brand choice thou^ all who 
made use of the facility are not influenced by it; 
some just happened to make the purchase during the 
discount offer period. 
Though most of the respondents of this group were 
aware of the prices of other brands most would not miiid 
a mild price increase. 
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Educational qua l i f i c a t i ons and occupations of the 
members of t h i s group are not seen to bear any r e l a t i o n s h i p 
with the brand or s i z e choice. 
Majority of t h i s group seems t o be xu^&v&re of the 
t echn ica l d e t a i l s of r e f r i g e r a t o r s while most of them 
were general ly s a t i s f i e d with the performance. 
While a good number of the group were found t o 
be influenced by the offered a f t e r - s a l e s s e r v i c e , the 
majority were not s a t i s f i e d with the a f t e r - s a l e s se rv ice 
rendered. 
Group B comprising of customers f a l l i n g wi th in t he 
income range of Rs. 1500-2000, show a d i s t i n c t d i f ference 
i n the percentage of respondents owning a r e f r i g e r a t o r , 
from group A, 
The brand preference and the nain reasons quoted 
for the brand choice remained the same, being Gtodrej 
and popular i ty of the brand r e s p e c t i v e l y . The s i ze 
preference was a l so not d i f f e r en t - 165 l i t r e s i z e 
was preferred by a major chun* of t h i s group a l s o . 
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The reasons forwarddd for the size preference were also 
more or less the same. 
As far as the sources of information are concerned, 
reference groups reign highest in influenced followed 
by magazine, cinema and newspaper ads in that order. 
However the influence of magazine ads is seen to 
have increased with this group while that of newspaper 
ads have declined. 
Personal urge remains theprincipal initiator; its 
influence has rather increased in this group than the 
previous one. Spouses come second in the list followed 
by children and parents. Reference groups influence the 
purchase most,failowed by parents, spouse and children. 
Vftien it comes to gifts, majority are those who did 
not availed of the facility; even among the minority who 
made use of it, those who were strongly influenced by 
it were meagre. Like in group A, majority of this 
group would prefer accessories if they have a choice, 
Comming to off-season discounts, thou^ the 
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majority were those who received i t , the percentage 
has diminiehed from group A; even then i t has got a 
considerable influence on t h i s group. 
Pr ice consiousness i s general ly been t o be low 
though an inordina te p r i ce increase may scare away most 
of them. 
Only a few among t h i s group l i k e some e t ^ e e r s 
and techn ica l s p e c i a l i s t s appear to be aware of the t ech-
n i c a l d e t a i l s of the product . As aga ins t the majori ty 
of buyers who were s a t i s f i e d with theperformance of the 
product , in th i s group the s a t i s f i e d ones are reduced 
t o a minor i ty . 
Those who were influenced by the offered a f t e r -
s a l e s se rv ice and who a re s a t i s f i e d with the a f te r -
sa l e s serv ice rendered a re considerable in t h i s group. 
The percentage of those who own ± r e f r i g e r a t o r 
i s s t i l l g rea te r in group C (monthly income Rs. 2000-2500) 
The brand preference has changed to Kelvinator , but the 
main reasons quoted for the brand choice remains more or 
l e s s the same. 
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Among the individual sizes preferred the 165 litee 
one occupies the top position. However, it is to be observed 
that 286 litres and 2 90 litres combined together beat the 
165 litre in preference. The same was the case with 
group B also. This is inportant because these two sizes 
do not present much difference. Some brands offer the 
286 litre size while other the 290 litre one (only 
Godrej offers this size). No single brand ofrers both 
sizes together. And consumers will not normally change 
the brand decision for a difference of a meagre 4 litres. 
The respondents in this group appear to be less 
economy-conscious when selecting the size. Their 
primary consideration tends to be the sufficiency of 
space. This is understandable in that higher income 
groups tend to be less economy-conscious. 
The influence of reference groups, newspaper ads 
and film ads registered a decline whi(te that of magazine 
ads has increased; even then, reference groups remain 
to be the principal sources of information. 
Among the sources of initiation of the purchase. 
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personal urge remainB at the top followed by spouse, 
children and parents. Though thispattern has remained 
the same as that of group B, there is a a decline in 
the strength of spouse's and children's influence in 
the initiation process and an increase in that of parents. 
The relative strength of reference groups as 
influencers has escalated from that of group B. S|)ouse*s 
and children's influence also show as ascending trend 
while that of parents has declined a little. 
The influence of gifts remains negligible over 
this group also. Like the other groups they would also 
prefer accessories as gifts if they have a choice. The 
influence ofoff-season diecounts and price increases 
also tend to decline further over this group. 
Awareness of technical details is low as among 
the previous groups. Satisfaction with the performance 
of the product has increased from that of group B, The 
influence of after-sales service on purchase remains 
considerable in this gmp also. 
The percentage ofrefrigerator owners increases 
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as the income level rises as it evident from the 
containing increase in the ownership percentage, in this 
study; group D (monthly income i^ « 2500 and above) 
contains a still greater percentage of refrigerator owners. 
The brand preference i0 equal for Kelvinator and 
Grodrej, popularity and appearance of the respective 
brands being recorded as the main reasons behind the 
brand choice. Size preference is more or less the same 
as that of group C. The consciousness about ecohomy 
has declined further as expected. 
Magazine and cinema ads* and reference groups' impor-
tance as sources of information go on increasing over the 
hi^er income ranges. 
The itopact of personal urge in initiating the 
purchase also appears to go on increasing as the income 
increases. 
The reference groups' impact as sources of influence 
on the purchase remains without much change over all 
income groups while that of spouse and children and 
parents whow an upward trend. 
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Gifts and off-season discounts tend to have 
negligible influence on this group, the obvious explana-
t ion being affluence due to increase in income. 
The botheration about price increase continues to 
decl ine. Awareness of technical de ta i l s is confined to 
about one-fifth of the group. Majority are those who 
are sat isf ied with the performance and af ter-sales 
service. A considerable portion of the group was influen-
ced by the offered after sales service . 
C H A P T E R ~ Y 
CONCLUSIONS. MODIFIED HYPOTHESES AND SU&GESTIOITS 
The following conclusions have been drawn from 
the s tudy: 
1 . The income l e v e l of buyers have a marked influence on 
the purchase of r e f r i g e r a t o r s . Higher the income, the 
more i s the p robab i l i t y of purchase. This i s because 
the d i sc re t ionary income which i s usual ly spent on 
consumer durables increases as the nominal income 
inc r ea se s . 
2 . Godrej commands the l a rges t market share followed 
by Kelvinator , Allwyn, Zenith, Leonard, Voltas , 
Gulmarg and Qem. 
3 . Popular i ty and ap|Jearance of the brand weigh, most 
i n the brand preference . 
4 . The most popular s i z e i s 165 l i t r e s followed by 290 
l i t r e s and 286 l i t r e s , 
5 . Reference groups work as the most preferred sources 
of information; among the media, magazines, cinema 
and nespapers are the most e f f ec t ive for ads . 
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6. Personal urge is the principal initiator of 
purchase irrespective of the income level, followed 
by spouse. 
7. Reference groups are the strongest influencers followed 
by spouse, children and parents. 
8. As sales promotion tools, gifts fail to influence 
most of the buyers; off'-season discounts are better 
tools. 
9. Price consciousness tends to decrease as income levels 
rise. 
10. Educational and professional standards show, no 
plausrtble relationship either with brand or size 
preference; neither does the size of the family. 
1 1. Awareness of technical details is low among all income 
8 egments. 
Modified Hypotheses; 
H-1 There is a positive correlation between income and 
purchase of refrigerators. 
H-2 Price has not much effect on demand. 
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H-3 Popular brands are preferred. 
H-4 The size most preferred is 165 litres, 
H-5 There is no plausible relationship between the 
size of the family and size of refrigerators 
purchased. 
H-6 Magazines, cinema and newspapers offer the most 
effective media for advertising. 
H-7 The purchase is initiated mainly by personal urge. 
H-8 The purchase is influenced mainly by reference groups, 
H-9 Gifts' influence on the brand choice is limited. 
H-10 Buyers would prefer accessory gifts if they have a 
choice. 
H-11 Off-season discounts can influence the brand choice 
of lower income groups to a certain extent. 
H-12 Buyers are not aware of the technical details. 
Suggestions for the Marketers: 
1 . It seems desirable ti) improve the style and aesthetic 
appeal of the product. 
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Many were those who attached considerable impor-
tance of the brand in their brand choice; but the most 
of such buyers are owners of "godrej". This point will 
serve a word of cauiion for the other manufacturers, 
who have not cared much for the aesthetic appeal of 
the product. 
2. Only Kelvinator of India is seen to follow the 
multi^rand strategy and they have benefited immensely 
from it. It seems worthwhile for the other manufacturers 
to try this strategy. 
5. Mild increase in prices will not scare away almost 
none and hence will serve to increase the sales revenue. 
A N N E X U R E - A 
CKJBSTIONNAIRE FOR C01g3I3MER3 
"BYYER BEHAVIOUR TOWARDS PURCHASE OF REFRIGERATORS" 
- a n a n a l y t i c a l s tudy based on consiamer survey i n 
Cochin Ci ty 
Dear Sir/Madam, 
This is purely an academic study indended to 
analyse buyer behaviour towards the purchase of 
refrigerators. Its expeditious completion depends 
solely upon your frank response. 
I will be very much obliged tolyour co-operation 
in this regard. 
S.M, OZAIR Yours faithfully 
(Supervisor) 
THAMPY JOHN, 
M.B.A, Final Year, 
Department of Business 
Administration, 
Aligarh Muslim 
University, 
ALIGARH. 
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Please carefully feo through the questions given 
below and tick the answers \rtiich are applicable to youj 
1 . Which of the following montly income groups do you 
belong to ? 
a. Bs. 1000-1500 b. »s. 1500-2000 
c. Bs. 2000-2500 d. Es. 2500 and above... 
2, Do you own a refrigerator ? 
a. Yes b. No 
3. Which of the following brands do you own ? 
a. Kelvinator b. Zenith 
c. Godre j d. Allwyn 
e. Leonard « f. Gem 
g. Gulmarg h. Voltas 
4. Reasons for buying the particular brand: 
a. Lesser Price b. Popularity of the brand, 
c. Believed to be haviijg Lesser Power consumption.. 
d. Appearance e. Higher price 
f. ISI Mark » g. Others 
5. Which of the following sizes do you own? 
a. 90 litres or below..b. 135 litres .., 
c. 165 litres d. 286 litres ... 
e. 290 litres f. 300 and above 
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6. Why did you prefer that size ? 
a. Economy 
b . Big enough to preser^re food for the whole family . , 
c . Non-ava i l ab i l i ty of other s i zes in the p a r t i c u l a r 
brand . . . . . . . . 
d . Others (Please specify) 
7 . What i s the s ize of your family ? 
a . Two h . Three 
c. Pour d. Five 
e. Six and above 
8, To what extent did you gather information about 
the brand from the following sources ? 
qmiT n^afi Great Moderate Small Not a t 
oources Extent Extent Extent All 
a. News papertt ads, 
b. Magazine ads. 
c. Radio ads. 
d. Cinema ads. 
e. Hoardings 
f. Friends 
g. Neighbours 
h. Co.Salesmen 
i. others(specify), 
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9. To what extent did the following initiate your purchase? 
Soiarce Great Moderate Small Not at 
Extent Extent Extent All 
a . Wife/Husband 
b . Chi ld ren 
0 . P a r e n t s « . . . * 
d. Neighbours . . . . . . 
e . Fr iends 
f. Col leagues 
g . Salesmen 
h . Others (Spec i fy) 
10. To what ex t en t did you f o l l o w i n g sou rces i n f l u e n c e 
your purchase ? 
qrm7»f>os g r e a t Moderate Sinall Not a t 
Doui-ces Extent Extent Extent A l l 
a . Wife/Husband 
b . Chi ldren 
c . P a r e n t s . . . . . 
d . Neighbours , 
e . F r i ends 
f. Colleagues 
g. Salesmen 
h. Others (Specify) 
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1 1 , Did you get a g i f t with your brand ? 
a . Yes fc. So . . . . . . . . . 
12. I f 'Yes' to what extent did the g i f t influence your 
purchase ? 
a . Great Extent b . Mod era te extent 
c . Small Extent d. Not a t a l l 
13 . Vlhat type of g i f t would you prefer i f you have a 
choice? 
a . Accessories (Stand, Voltage s t a b i l i s e r s e t c . ) . . 
h . Others (Brief case e t c . ) 
14. Had you avai led of off-season discounts ? 
a . tea b . No 
15 . I f 'Yes» to what extent did i t influence your 
purchase ? 
a . Great Extent b . Federate extent 
c. Small Extent - c . Not a t a l l 
16. Had you enquired of the p r ices of a l l brands before 
the purchase ? 
a . Yes b . No 
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17. How much increase in the price of the brand you 
purchased would have changed your brand decision? 
a. 5?^  to 1096 b. 10^ to 15?^  
C.15S6 to 20?S d. 20?S to 25^ 
d. 25 jfi and above 
18. What factors could Justify the above la^ icc increases? 
a. Quality b. Aesthetic appeal 
c. Built in voltage stabliser 
d. Built in water cooler 
e. Any combination of the above factors 
f. Others (Please specify) 
19. What is your educational qualification ? 
a. S.S.L.C. or below 
b. Pre-Begree 
c. Arts/Science/Commerce Degree 
d. Engineering Degree • *. 
e. Degree in Medicine 
f. Degree in Law 
g. Post graduation or above 
h. Others (Please specify). 
20. What are you ? 
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a. Agriculturist b. Business man 
c. Doctor d. Engineer 
e. Lawyer f. Lawyer 
g. Others (Please specify) 
21. Are you aware of the technical details of refrigerators? 
a. Yes b. No 
22. How long have you been using your refrigerator ? 
a. 1 yr b. 2 yrs c. 3 yrs.. .. 
d. 4 yrs £. 5 yrs and above 
25. Are you satisfied with its performance ? 
a. Yes b. No 
24, To what extent did the offered after sales service 
influence the brand decision ? 
a. Great Extent b. Moderate Extent 
c. Small Extent d. Not at all 
25, Are you satisfied with the after sales service 
rendered ? 
a. Yes b. No 
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